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in preradio days, to a lower pitch and softer, relaxed, more
engaging address better suited to the unseen audience.
That the radio had become an immense political force was
being demonstrated in another way by the Axis dictators as
well as by home-grown demagogues like Father Coughlin
and Huey Long. Not only did it carry nuances and subtle
emotion denied to print, but it tended to arrest in the listener
those critical impulses that often led a reader to turn back to
the dubious or imperfectly understood. Startling evidence of
its hypnotic effect on the mass imagination was afforded by a
broadcast of the young actor Orson Welles on the evening of
October 30, 1938, a month after the Munich crisis. Based
upon H. G. Wells's War of the Worlds and punctuated by
announcements that should have carried reassurance, the
sketch purported to describe a rocket-borne invasion of Mar-
tians, equipped with flame throwers and heat rays, who pro-
ceeded to ravage the New Jersey countryside until slain by the
disease bacteria of this planet. Not pausing for that denoue-
ment, at least a million auditors became upset or terror-
stricken, many forsaking their homes afoot or by car in panic.
The potency of the air waves was not overlooked by the
advertiser. While newspaper advertising never regained its
1929 peak of eight hundred million dollars, radio salesman-
ship mounted year by year until in 1941 it was doing a two-
hundred-million-dollar business—over a third of that vouch-
safed its competitor—with magazines occupying third place.
Growing constantly more blatant, radio advertising featured
the singing commercial, the middle commercial flanked by
those incidental opening and closing plugs called by the trade
"cowcatchers" and "hitchhikers," and the "give-away" to re-
ward a listener's correct answer to a telephone call from the
studio. The ratio of commercial to noncommercial or "sus-
taining" programs appeared steadily on the wane, advertisers'
demands relegating some of the best public-service features to
unpopular listening hours.
Helpless to throttle the radio as an advertising medium,

